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Self-congruity berperan penting dalam membentuk keterikatan emosi 
brand, karena hubungan dekat antara self-congruity dan konsep diri 
sehingga tercipta konsumen yang loyal pada suatu merek. Peritel juga perlu 
menciptakan Kepribadian Merek (Brand Personality) sebab memainkan 
peran penting dalam keberhasilan sebuah merek. Hal itu menyebabkan 
pelanggan turut merasakan kepribadian merek dan mengembangkan 
hubungan yang kuat dengan merek. Penelitian ini bertujuan untuk meneliti 
pengaruh retail brand personality dan self-congruity terhadap store loyalty 
dengan gender sebagai moderasi di Toko Eiger Surabaya. 
Desain penelitian yang diajukan ini adalah penelitian kausal. Data 
penelitian diperoleh dengan membagikan kuesioner kepada sebagian 
konsumen Eiger di Surabaya. Teknik yang digunakan untuk menarik sampel 
adalah teknik purposive sampling. Sampel penelitian ini sebanyak 100 
orang responden. Hasil penelitian ini menemukan bahwa retail brand 
personality dan self-congruity berpengaruh positif dan signifikan terhadap 
store loyalty. Selain itu juga gender dapat memainkan peran sebagai 
moderasi bagi hubungan antara retail brand personality dan self-congruity 
terhadap store loyalty. 
 













Self-congruity was instrumental in forming the emotional attachment 
to the brand, because of the close relationship between self-congruity of self 
concept and so created a loyal consumer on a brand. Retailers also need to 
create the personality of the brand (Brand Personality) for playing an 
important role in the success of a brand. It causes hardness, customers feel 
the personality of the brand and develop strong relationships with brands. 
This research aims to examine the influence of retail brand personality and 
self-congruity against consumer loyalty store Eiger in Surabaya with gender 
as moderation. 
This proposed design research is causal research. Research data 
obtained by distributing the questionnaire to the consumer portion of the 
Eiger in Surabaya. Techniques used to draw a sample of purposive sampling 
technique was. The sample of this research as many as 100 people 
respondents. The results of this study found that retail brand personality and 
self-congruity effect positively and significantly to the loyalty store. In 
addition, gender can play a role as a moderate for the relationship between 
retail brand personality and self-congruity against store loyalty. 
 
Keywords: Retail Brand Personality; Self-congruity; Store Loyalty; 
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